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Abstract: Haute cuisine, the cooking style for fine dining at gourmet restaurants, has changed over
the last decades and can be expected to evolve in the upcoming years. To engage in foresight,
the purpose of this study is to identify a plausible future trend scenario for the haute cuisine sector
within the next five to ten years, based on today’s chefs’ views. To achieve this goal, an international,
two-stage Delphi study was conducted. The derived scenario suggests that the coronavirus disease
2019 (COVID-19) pandemic will lead to significant restaurant bankruptcies and will raise creativity
and innovation among the remaining ones. It is expected that haute cuisine tourism will grow and
that menu prices will differ for customer segments. More haute cuisine restaurants will open in Asia
and America. Local food will remain a major trend and will be complemented by insect as well as
plant-based proteins and sophisticated nonalcoholic food pairings. Restaurant design and the use of
scents will become more relevant. Also, private dining and fine dining at home will become more
important. The scenario also includes negative projections. These findings can serve as a research
agenda for future research in haute cuisine, including the extension of the innovation lens towards
the restaurant and the business model. Practical implications include the necessity for haute cuisine
restaurants to innovate to cope with increasing competition in several regions. Customers should be
seen as co-creators of the value of haute cuisine.
Keywords: Delphi method; fine dining; haute cuisine; high gastronomy; innovation; Michelin star;
nouvelle cuisine; restaurants
1. Introduction
Haute cuisine—the cooking style for fine dining at gourmet restaurants—addresses a
discerning consumer segment used to extraordinary ingredients, complex and elaborate preparation,
careful presentation, and outstanding service [1]. However, due to high consumer expectations and
strong competition in the sector [2], haute cuisine requires pronounced creativity and innovation [3–16].
This innovation is not limited to food only but might also include the renewal of the restaurant business
model [17]. Innovation and therefore change in haute cuisine are mainly driven by the chefs and
restaurant employees [18]. Chefs such as Ferran Adrià are even considered institutional entrepreneurs
who change the whole haute cuisine sector [19,20]. Consumers usually do not play an important role
in the innovation process [16,18]. However, innovations have to be accepted by the consumers [21,22].
A limiting factor is the diverse diets or food movements, such as fruitarian, gluten-free, halal, kosher,
local, low-carb(ohydrate), low-fat, organic, ovo, paleo, permaculture, raw, slow, vegan, or vegetarian
food, to which consumers are associated [23,24].
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As a consequence of the high innovation rate, haute cuisine is ever-changing. Trends, such as
molecular cuisine, come as fast as they go [21,25–28]. This paper does not focus on understanding past
changes of the industry but explores how it might further develop in the future. The research goal is
to identify a plausible future trend scenario for the haute cuisine sector in the next five to ten years.
More specifically, the paper addresses the consequences of the coronavirus disease 2019 (COVID-19)
pandemic for haute cuisine restaurants, changes in customer segments, regional development, changes
regarding food and beverages, and the role of enhanced dining experiences. To archive the research
goal, an international two-stage Delphi study was conducted.
Such strategic foresight is highly relevant because it aims “to support decision making, improve
long-term planning, enable early warning, improve the innovation process, and improve the speed
in reacting to environmental change” [29]. Specifically, in haute cuisine, the identification of a
trend scenario can help to anticipate upcoming changes in the industry to be able to adjust to them,
either following or deliberately bucking these trends. Berghaus et al. stress that, especially in the
luxury industry, this future perspective is necessary in order not to miss forthcoming market changes
and to therefore risk restaurants’ survival [30]. To the researchers’ knowledge, such a study does not
exist for the haute cuisine sector yet. Foresight, in the sense of exploring the future of haute cuisine,
can create an advantage over competing chefs who lack this view [31,32].
The paper is structured as follows: In the next section, haute cuisine is addressed more closely.
Then, the Delphi method and the conduct of this study, including the formulation and justification of
the 31 projections, are explained. The projections represent statements that might become relevant to
the future of haute cuisine within the next five to ten years and are assessed by experts regarding their
occurrence. Then, the results are presented as descriptive statistics and the derived future scenario,
from today’s point of view. The discussion of the findings and the conclusion complete the paper.
2. Background: Haute Cuisine
Haute cuisine is a French style of cooking and is regarded worldwide as a culinary reference for
fine dining. The origins of haute cuisine trace back to the 17th century. With the publication of François
Pierre de La Varenne’s culinary set of rules “Le Cuisinier François” in 1651, innovative techniques and
methods for the preparation of meat, the use of roux, and the production of broth became a subject
of discussion. The refinement and modernization of haute cuisine is still the goal of many cookbook
authors. For example, in his cookbook “Les Dons de Comus”, François Marin calls for more elegant
preparation and careful use of spices [33].
With the beginning of the French Revolution, the first major steps in the development of haute
cuisine started to emerge. Many nobles were expropriated, and chefs lost their jobs [34]. As a result,
most chefs started working in hotels, restaurants, and clubs. Some left France for the UK, Italy, Germany,
and the USA Public restaurants emerged that now serve the general public. The complex dishes
of haute cuisine became goods that are offered in the commercial milieus of European cuisine [33].
Master chefs such as Marie-Antoine Caréme and Auguste Escoffier developed classic recipes and
started to restructure kitchen work. Their cookbooks are still considered the ultimate culinary standard.
The subsequent generation of chefs such as Paul Bocuse, Pierre Troisgros, and Michel Guérard
henceforth coined the term “Nouvelle Cuisine” [33].
The success of an haute cuisine restaurant is strongly influenced by the ratings of the most
important gastronomic guides. One of the most important and well-known culinary restaurant guides
is the Guide Michelin, which awards one to three stars [1]. The Guide Michelin is often used as a global
benchmark for chef and restaurant ratings. The Michelin group published the first Guide Michelin in
1900. Drivers were given practical information on where to find good repair and service points for
their car and where to get good quality accommodation and food. Since then, the Guide Michelin has
developed into a prestigious ranking of fine dining and cuisine and has an international influence on
haute cuisine [35,36]. One Michelin star stands for restaurants that are worth a stop, two stars are
worth a detour, and three stars justify a trip just for dining [37]. The Gault-Millau is also considered a
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respected restaurant review with a focus on Europe and awards 1 to 20 points, whereas usually only
restaurants with at least 10 points are listed. Whereas the Guide Michelin also reflects the service and
atmosphere of the restaurant, the Gault Millau only focuses on food quality. Even though fine dining
is an experience of all senses, food quality has the highest impact on customer satisfaction [38,39]
and is therefore important for customer loyalty [40]. In the authors’ perception, the Guide Michelin
cares more about the exquisiteness of the dishes and the Gault Millau focuses on innovativeness
and uniqueness.
As another approach, The World’s 50 Best Restaurants are ranked based on a poll of international
chefs, restaurateurs, gourmands, and restaurant critics. Despite its name, the list was extended to
120 restaurants. Most of 2019′s top 50 restaurants were located in Spain (7), the USA (6), and France (5).
Two top 50 restaurants can be found each in China, Denmark, Italy, Japan, Mexico, Peru, Russia, Thailand,
and the UK. Argentina, Austria, Belgium, Brazil, Chile, Colombia, Germany, The Netherlands, Portugal,
Singapore, Slovenia, South Africa, Sweden, and Switzerland account for one top 50 restaurant each.
Another interesting ranking is La Liste, which calculates scores based on more than
600 international restaurant guides, consumer rating sites such as TripAdvisor and Yelp, and restaurant
reviews from newspapers and magazines. According to their trustworthiness, different weights are
ascribed to these sources. Due to this methodology, the list can be regarded as relatively objective.
The 2020 list comprises more than 1000 restaurants which have ratings of at least 75%. The highest
score of 99.50% was achieved in 2020 by Guy Savoy (Paris, France), Le Bernardin (New York, NY,
USA), Ryugin (Chiyoda-ku, Japan), and Sugalabo (Minato-ku, Japan). Japan, China, France, the USA,
and Spain account for most of the top restaurants, according to La Liste.
3. Method
3.1. The Delphi Technique
In order to formulate a plausible future trend scenario for haute cuisine in the next five to ten years,
a two-stage Delphi study was carried out. The popular method was used 175 times in scholarly articles
in business and management between 1975 and 2017 [41]. In contrast to scenario analyses [42–45],
which generate several future scenarios, Delphi studies aim to identify the one most likely scenario,
from today’s experts’ perspectives [46–53].
The Delphi method is suitable for forecasting social developments [54]. In contrast to developments
which follow natural laws such as the weather, social changes occur due to human intentions,
social interactions, and coincidences [55]. To forecast them, therefore, no clear causalities can be used.
Rather, the Delphi method surveys experts about their subjective knowledge- and experience-based
opinions over at least two rounds, using a standardized questionnaire and giving structured feedback
about the results from the prior round to enhance the group consent [52–54,56,57].
The method builds on the idea that group assessments about projections (statements about
the future) are more accurate than individual assessments and that experts can give more
accurate assessments than laypersons [58,59]. As cognitive biases are reduced during the Delphi
process [58,60–62], Delphi studies are attributed a high forecast accuracy [63].
3.2. Formulation of Projections
Since the future of haute cuisine has not yet been the subject of a Delphi study or other prospective
studies, a broad, explorative rather than a narrow and deep scenario approach was chosen for this
study [52,64]. A broad Delphi approach covers many specific aspects but leaves out details. Later,
Delphi studies can choose narrower areas and scenarios and can ask more detailed questions. The choice
between the two approaches is necessary because the number of projections must be appropriate.
That way, a high number of responses can be generated and the dropout rate can be kept as low
as possible.
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The projections of Delphi studies are formulated on the basis of plausible conclusions from current
developments. However, implausible projections can also be included, as the same conclusions can be
drawn from the assumption of a plausible projection or by rejecting an implausible projection [52].
Thirty-one projections for five selected topics were formulated. As projections for Delphi studies are kept
short and unambiguous [65,66], particular attention was paid to the explicit wording. Each projection
contains only one statement. Otherwise, conflict could arise where some respondents agree with one
statement but reject the other and the entire projection is subsequently rejected [52].
3.2.1. Current Pandemic
Possible long-term economic impacts from the COVID-19 pandemic on restaurants need to be
taken into consideration. Gössling et al. assume that restaurants will have problems recovering after
the pandemic, as they usually have limited liquidity and low profit margins [67]. P1: In the next five to
ten years, crises like the corona virus pandemic will push a significant part of haute cuisine restaurants
out of the market.
However, times of crisis can also increase creativity and therefore innovation [68,69].
Turbulent times might even trigger radical innovations [70,71] that lead to market disruptions [72,73].
Creativity and innovation are considered important antecedents of competitive advantages, especially
for restaurants [2,12,36]. Therefore, the crisis could even increase some restaurants’ performance [74].
P2: In the next five to ten years, crises like the corona virus pandemic will significantly increase
creativity and innovation in haute cuisine restaurants.
3.2.2. Customers
As many luxury segments, such as in fashion [75] or tourism [76], have been growing, it can be
expected that haute cuisine will also attract more customers in the future. P3: In the next five to ten
years, the number of customers visiting haute cuisine restaurants will increase significantly.
The Guide Michelin’s definition of a three-star restaurant is that it is worth a trip [37]. Especially,
The 50 World’s Best Restaurants are mainly visited by international rather than local guests. Culinary
travelers’ main reason for tourism is fine dining [77]. Waiting lists of over a year at the most successful
restaurants show that haute cuisine tourism might grow in the future. P4: Over the next five to ten
years, haute cuisine tourism will grow.
Segmentation of the market and targeting specific consumer groups is a key concept in
marketing [78]. Apart from the usual demographic measures to distinguish segments, restaurants
can segment the market by considering the diets and food movements to which consumers ascribe.
For example, three-star chef Dominique Crenn, in her restaurants in San Francisco, has only served
vegetarian dishes since 2019 [79]. P5: Within the next five to ten years, a large part of haute cuisine
restaurants will only address certain target groups or nutritional styles, such as fruitarian, gluten-free,
halal, kosher, low-carbohydrate, low-fat, vegan, ovo, vegetarian, paleo, raw food, etc.
Haute cuisine restaurants have always predominantly addressed consumers with a higher income
level. Due to the emergence of the even narrower customer segment for ultra-luxury [80], it could
be expected that there will be restaurants that only specialize in a particularly high wealth level
and therefore very high passive income, such as Ultra High Net Worth Individuals (UHNWI), who
have a net worth of at least US$ 30 million. The Knight Frank Wealth Report 2020 estimates that
513,244 individuals can be categorized as UHNWIs globally at the end of 2019 [81]. Additionally, the
opposite could also be expected, leading to a broader price range in haute cuisine. P6: In the next five
to ten years, the range of menu prices will expand for different income levels. P7: In the next five to ten
years, there will be restaurants that focus on UHNWI (Ultra High Net Worth Individuals) as a target
group and will have corresponding prices.
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3.2.3. Regional Developments
For a long time, France was the central focus of haute cuisine. This is where the upscale dining
culture emerged and set a worldwide standard for subsequent upscale cuisine. However, two- and
three-star restaurants can now be found in many countries around the globe [37]. Currently, there are
even more three-star restaurants in Tokyo than in Paris [37]. For this reason, it is worth considering
future possible developments within different regions. P8: Over the next five to ten years, the number
of haute cuisine restaurants in Africa will increase significantly, increase slightly, not change, or decrease
significantly. P9: Over the next five to ten years, the number of haute cuisine restaurants in Central
Asia will increase significantly, increase slightly, not change, or decrease significantly. P10: Over the
next five to ten years, the number of haute cuisine restaurants in East Asia will increase significantly,
increase slightly, not change, or decrease significantly. P11: Over the next five to ten years, the number
of haute cuisine restaurants in Southeast Asia will increase significantly, increase slightly, not change,
or decrease significantly. P12: Over the next five to ten years, the number of haute cuisine restaurants
in Western Asia will increase significantly, increase slightly, not change, or decrease significantly.
P13: Over the next five to ten years, the number of haute cuisine restaurants in Europe will increase
significantly, increase slightly, not change, or decrease significantly. P14: Over the next five to ten
years, the number of haute cuisine restaurants in Central and South America will increase significantly,
increase slightly, not change, or decrease significantly. P15: Over the next five to ten years, the number
of haute cuisine restaurants in North America will increase significantly, increase slightly, not change,
or decrease significantly. P16: Over the next five to ten years, the number of haute cuisine restaurants
in Oceania will increase, increase slightly, not change, or decrease significantly.
3.2.4. Food and Beverages
More and more consumers want to know where their food comes from and how it is produced, and
transparency in the handling of food is becoming increasingly important. Previous studies have shown
that individuals prefer locally grown foods due to their freshness, familiar taste, and sustainability,
as long-distance transportation is not necessary. This trend also prevails in haute cuisine. However,
conceptually, local food does not relate to exclusivity. Therefore, there is a chance that this trend might
end. P17: In the next five to ten years, the trend towards local food will decline and ingredients from
distant regions will become more important.
With a few exceptions, the molecular cuisine as an avant-garde movement is largely out of fashion.
Phil Howard, a world-renowned chef, told “CLH News”: “However, I think as things go in cycles and
you look at techniques such as molecular gastronomy then the pendulums swings pretty swiftly back
to where it once was, and whilst we have learned some great things in that journey, people have come
back to caring and buying locally, buying quality ingredients and treating them quite simply” [82].
However, as naturalness is also a trend that came and went throughout history, here is a chance for its
revival. P18: Molecular cuisine or similar approaches will return within the next five to ten years.
Current discussions on climate change illustrate the urgency to develop sustainable meat
alternatives, such as cultured or in vitro meat, and to bring them to the market [53,83]. However,
consumer acceptance is very heterogeneous [84]. On the one hand, haute cuisine could take up this
meat alternative due to its pioneering role. On the other hand, this would contradict the current trend
of naturalness. P19: Cultivated or in vitro meat will be served within the next five to ten years.
Additionally, products based on insect proteins represent a sustainable alternative to meat.
They are rich in proteins and provide unsaturated fatty acids and micronutrients [85]. The biggest
challenge will be consumer acceptance [86–88]. P20: Insect-based proteins will be served within the
next five to ten years.
Apart from the abovementioned alternatives, also consumer demand for plant-based proteins
is rising [89,90]. This trend might continue and have an influence on haute cuisine. P21: Vegetable
proteins will be served within the next five to ten years.
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Haute cuisine menus are traditionally paired with fine wines [91–93]. However, not all consumers
prefer alcoholic beverages [94]. For them, apart from water, some haute cuisine restaurants started
to offer nonalcoholic dish-wise pairings based on juices and herbs, which can be considered creative
and complex. This could become a new standard for haute cuisine restaurants. P22: In the next five
to ten years, the production of nonalcoholic beverages (as a food pairing) will be as complex and
sophisticated as the production of food.
3.2.5. Experiences
Visiting an haute cuisine restaurant is a culinary experience which has little in common with
dining at a normal restaurant. While some restaurants focus on the food alone, others follow a more
holistic approach [95] as they address more than just the sense of taste. In addition, they might address
further senses such as sight. Multi-sensory experiences play an increasingly important role in everyday
life [51] and might also become more relevant in haute cuisine. P23: Over the next five to ten years,
different designs and styles of restaurants will play a more important role and become more different
from each other.
Apart from taste and sight, smell and hearing could also be addressed. Both scent and background
music have an impact on customer behavior and satisfaction [96]. Consumers associate different bars
and dishes with certain scents and musical accompaniments [97]. P24: In addition to taste, scent will
play a more important role in the next five to ten years. P25: In the next five to ten years, music and
sounds will play a more important role in addition to taste.
Rather than addressing senses individually, their complex interplay has to be noted. A holistic
approach could be the inclusion of a concerted entertainment concept. For example, Rasmus Munk’s
restaurant Alchemist in Copenhagen involves theatre and art as parts of a holistic dining experience.
Whereas this is a rare example, more restaurants might follow. P26: Over the next five to ten years,
a significant number of restaurants will offer haute cuisine in combination with entertainment.
Another way to expand customers’ experience during their stay at a restaurant would be their
active involvement, as suggested in other industries by a prosumer approach [98]. The involvement of
customers increases their opinion about the meal [99]. It might even enhance the restaurant’s creativity
and innovation [100] and therefore be the foundation of an open innovation strategy [101–110] and a
business model based on value co-creation [111–113]. P27: Over the next five to ten years, a significant
proportion of haute cuisine restaurants will integrate customers as prosumers, meaning they participate
in the preparation of their own dishes.
The sharing economy made the idea of sharing not only a major economic but also cultural
trend [114–121]. Therefore, also food sharing within the restaurant is also becoming increasingly
popular [122]. Plates with prepared food are put on the table to encourage customers to help themselves.
The Swiss chef Andreas Caminada is also following this concept with his two-star restaurants Igniv in
St. Moritz and Bad Ragaz. That way, customers do not have to choose between menus and chefs have
the opportunity to showcase more facets of their culinary art [37]. However, it is unlikely that this
trend will also be applicable to guests who do not know each other as food sharing is attributed to
intimacy [123]. P28: In the next five to ten years, food sharing between customers (who do not know
each other) will become more important.
In addition to such experiences within the restaurant, fine dining restaurants could also extend
their service to before and after the stay, by offering a limousine service. Some luxury hotels already
provide their guests with a limousine service that takes them to gastronomic highlights [124]. P29: Over
the next five to ten years, a significant proportion of haute cuisine restaurants will offer first-class
limousine services that will pick up customers and bring them home.
Another trend is “private dining”, both in separate rooms within the restaurant and at home.
P30: In the next five to ten years, private dining in separate rooms of the restaurant will become more
important. P31: Over the next five to ten years, a significant proportion of the (former) haute cuisine
chefs will cook at customer’s homes and not at restaurants.
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3.3. Expert Panel
Delphi studies are based on purposive sampling [125]. Only experts with expertise in this field
should be selected for these samples [62,126–128]. The experts in this study were selected on the basis
of their entry on the official Guide Michelins website. All restaurants with one, two, or three stars
were contacted by email, as fast as this contact was offered, and the website was offered in English.
The focus on the restaurant staff as the expert group is appropriate as they are the main drivers of
innovation in haute cuisine, rather than consumers [6,18] or critics.
As a result, a total of 2427 potential respondents were contacted. Of them, 13 could not be reached
and 19 said they did not want to be contacted again. Of the remaining 2395, 72 experts participated in
the first round with 60 responses completed, and in the second round, 23 experts participated with
22 responses completed. Detailed demographic data for the panel are shown in Table 1. The very low
participation rate of women is striking but reflects the reality in haute cuisine.
Table 1. Panel structure.
Demographic Details First Round (N = 60) Second Round (N = 22)
Gender n % n %
Male 49 81.7 20 90.9
Female 6 10.0 2 9.1
No response 5 8.3 0 0.0
Age n % n %
Under 30 3 5.0 1 4.6
30–40 years 30 50.0 12 54.6
41–50 years 17 28.3 7 31.8
51–60 years 8 13.3 2 9.1
Older than 60 years 1 1.7 0 0.0
Not specified 1 1.7 0 0.0
Status in restaurant n % n %
Chef 23 38.3 13 59.1
Service management 1 1.7 0 0.0
Restaurant management 6 10.0 3 13.6
Restaurant management and chef 25 41.7 6 27.3
Not specified 5 8.3 0 0.0
Continent n % n %
Asia 5 8.3 2 9.1
Europe 45 75.0 18 81.8
North America 5 8.3 1 4.5
South America 2 3.3 1 4.5
Not specified 3 5.0 0 0
As the clear majority of participants stem from European countries, the study has a bias towards
Europe. However, the Asian as well as North and South American respondents partly reduce this
cultural bias.
Foods 2020, 9, 1369 8 of 21
3.4. Data Collection
The experts were asked to evaluate the 31 projections in the five thematic sections outlined
above. The questionnaire was in English. The extent of (dis)agreement with the individual statements
was to be expressed on a four-point-Likert-scale (“fully agree”, “agree”, “disagree”, and “absolutely
disagree”). For Section 3, the Likert scale was adjusted (“increases strongly”, “increases slightly”,
“does not change significantly”, and “decreases”). The straight scale in both cases was used to avoid a
trend towards the center. In addition to the ratings above, experts were asked to provide demographic
information such as gender, age, location, and status within the restaurant.
After performing a pretest to minimize risk of misinterpretation or technical problems with the
survey tool, the first round of the survey was conducted from 23 April to 7 May, 2020. The second round
started on 14 May and ended on 11 June 2020. For every projection, the results from the first round
were presented visually. The average time to complete the survey was 6 min and 11 s in the first round
and 6 min 48 s in the second round. The slightly longer duration for the second round can be explained
by the need to grasp the visually presented results of the first round for each projection. The study was
carried out anonymously, i.e., the respondents were not asked to provide their names when submitting
the questionnaire, because anonymity is considered a key feature of Delphi studies [54].
4. Results
4.1. Descriptive Statistics
To calculate the group consensus, the answer options received the following numerical values: 1:
“do not agree at all”, 2: “do not agree”, 3: “agree”, and 4: “fully agree” or, in Section 3, 1: “decreases”,
2: “does not change significantly”, 3: “increases slightly”, and 4: “increases strongly”.
To avoid a statistical bias, the median was used as the preferred statistical average for Delphi
studies because it is more robust to outliers than the mean [129]. To interpret the aggregate responses,
scattering is measured by the interquartile range (IQR) as the difference between the upper quartile
(x0.75) and the lower quartile (x0.25). A small IQR stands for a high level of consensus, whereas a high
IQR stands for a high level of dissent. The aim is to reduce scattering around the median (x0.5) in the
course of Delphi iterations.
None of the projections received full approval (x0.5 = 4) or full rejection (x0.5 = 1). The experts
agreed on projections 1–4, 6, 7, 20–24, 30, and 31 (x0.5 = 3). They did not agree with projections 3, 5,
17–19, and 26–29 (x0.5 = 2). Projections 9–12, 14, and 15 were rated as “increases slightly” (x0.5 = 3),
and projections 8 and 13 were rated as “does not change significantly” (x0.5 = 2). The median of
projections 16 and 25 was ambiguous or neutral (x0.5 = 2.5).
In the second round, the median shifted from 2 to 3 for projections 4 and 20, indicating that
the previously rejected projections were now approved. The same shift in median from 2 to 3 also
applied to projections 9, 14, and 15, indicating a slight growth rather than no significant change in the
corresponding regions. No changes occurred for the other projections.
The overall IQR of the projections was 1.05 in the first and 0.61 in the second round, which can be
considered a fairly high group consensus. The average IQR difference was −0.44, which shows that the
desired IQR reduction occurred. As all IQRs were 1 or less, the iteration could be stopped after the
second round. The scattering of opinions decreased for 16 projections. In particular, for projections 5,
12, and 17, the IQR was reduced by 0.25. The IQR decreased by 1.00 for projections 6, 7, 10, 11, 13,
15, 19, 23, 24, 27, and 28, and by 1.25 for projections 1 and 2. Scattering only increased for projection
21, indicating a slight increase in insecurity. Detailed results of the Delphi study for both rounds are
shown in Table 2.
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Table 2. Descriptive statistics.
Sections/Projections
First Round (N = 60) Second Round (N = 2 2) Differences
x0.5 IQR x0.5 IQR ∆x0.5 ∆IQR
Section 1: Current pandemic
1. Many restaurants going bankrupt 3.00 1.25 3.00 0.00 0.00 −1.25
2. Increasing creativity and innovation 3.00 2.00 3.00 0.75 0.00 −1.25
Section 2: Customers
3. Growing number of customers 2.00 1.00 2.00 1.00 0.00 0.00
4. Growing haute cuisine tourism 2.00 1.00 3.00 1.00 1.00 0.00
5. Targeting specific consumer segments 2.00 0.25 2.00 0.00 0.00 −0.25
6. Differentiating menu prices 3.00 1.00 3.00 0.00 0.00 −1.00
7. Some restaurants targeting only UHNWI 3.00 1.00 3.00 0.00 0.00 −1.00
Section 3: Regional growth
8. Growing number of restaurants in Africa 2.00 1.00 2.00 1.00 0.00 0.00
9. Central Asia 2.00 1.00 3.00 1.00 1.00 0.00
10. East Asia 3.00 1.00 3.00 0.00 0.00 −1.00
11. South East Asia 3.00 1.00 3.00 0.00 0.00 −1.00
12. Western Asia 3.00 1.00 3.00 0.75 0.00 −0.25
13. Europe 2.00 2.00 2.00 1.00 0.00 −1.00
14. Central and South America 2.00 1.00 3.00 1.00 1.00 0.00
15. North America 2.00 2.00 3.00 1.00 1.00 −1.00
16. Oceania 2.00 1.00 2.50 1.00 0.50 0.00
Section 4: Food and beverages
17. End of local food trend 2.00 1.00 2.00 0.75 0.00 −0.25
18. Return of molecular cuisine 2.00 1.00 2.00 1.00 0.00 0.00
19. Serving cultivated/in-vitro meat 2.00 2.00 2.00 1.00 0.00 −1.00
20. Serving insect-based proteins 2.00 1.00 3.00 1.00 1.00 0.00
21. Serving vegetable-based proteins 3.00 0.00 3.00 0.75 0.00 0.75
22. Serving sophisticated nonalcoholic beverages 3.00 1.00 3.00 1.00 0.00 0.00
Section 5: Experiences
23. Design styles becoming more relevant 3.00 1.00 3.00 0.00 0.00 −1.00
24. Increasing relevance of scents 3.00 1.00 3.00 0.00 0.00 −1.00
25. Increasing relevance of music and sounds 3.00 1.00 2.50 1.00 −0.50 0.00
26. Increasing relevance of entertainment 2.00 1.00 2.00 1.00 0.00 0.00
27. Integrating consumers in dish preparation 2.00 1.00 2.00 0.00 0.00 −1.00
28. Sharing food (between unfamiliar guests) 2.00 2.00 2.00 1.00 0.00 −1.00
29. Offering first-class limousine service 2.00 1.00 2.00 1.00 0.00 0.00
30. Increasing relevance of private dining 3.00 0.00 3.00 0.00 0.00 0.00






decrease (b) neutral (c) a b c
Assessment stability stable (d) change (e) d e
Scattering
(2nd) round) low (IQR ≤ 1) (f) high (IQR > 1) (g) f g
Scattering reduction stable or decreased(∆IQR ≤ 0) (h)
increased (∆IQR > 0)
(i) h i
Notes: x0.5 = median; IQR = interquartile range (x0.75–x0.25)
4.2. Scenario
Experts believe that pandemics like the current COVID-19 pandemic will have an impact on haute
cuisine over the next five to ten years. They will push restaurants out of the market but, at the same
time, promote creativity and innovation.
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According to the experts, the number of people visiting haute cuisine restaurants will not increase
significantly. The experts also believe that specialization of individual restaurants in certain diets or
food movements, such as fruitarian or vegan diets, is unlikely. Experts see more potential in culinary
tourism related to haute cuisine. Here, they see growth and growing importance for the next five to
ten years. Furthermore, it is assumed that menus in different price segments will address different
income levels. Some restaurants might even focus exclusively on UHNWI as a target group.
The number of restaurants worldwide will increase, with Central Asia, East Asia, Southeast
Asia, West Asia, and South and North America seeing a slight increase in haute cuisine restaurants.
In contrast, experts agree that neither Africa nor Europe can expect a significant increase. The experts
expect that the trend towards local food will continue and that ingredients from distant regions
will not play a more important role. Past trends such as molecular cuisine will not experience a
renewed upswing. As far as alternative protein sources are concerned, it is predicted that vegetable
and insect-based proteins will be served rather than in vitro meat. In addition, it is expected that
the creation of nonalcoholic beverages as an alternative food pairing will be just as complex and
sophisticated as wine.
The haute cuisine restaurants of the future will increasingly differentiate themselves and develop
different designs and styles. In addition to taste experience, smells and possibly background music
will become more important. Even if scents and more private environments will play an important
role, the majority of restaurants will not combine restaurant visits with some kind of entertainment.
However, sharing food among customers who did not know each other before visiting the restaurant
will not play a significant role. Customers also will not participate in the preparation process. Offering a
limousine service that picks up customers and brings them back home will also not become a standard
service. However, private dining will become more important. There will even be a significant
proportion of (former) haute cuisine chefs who cook at customers’ homes instead of at a restaurant.
5. Discussion
5.1. Rejected Projections and Shifts
All projections were formulated in a way that their approval could have been expected. Whereas
18 projections were accepted, 11 were rejected and 2 were rated neutrally. In the following, therefore,
the main focus is on the rejected and neutrally rated projections.
In the pandemic section, experts agreed to both upcoming bankruptcies and the fostering
effect on creativity and innovation. However, these assessments have to be viewed with caution as
assessing these projections right at the beginning of curfews and lockdowns is generally difficult
since respondents are not objective observers but are directly affected in regard to their economic
existence by state measures to cope with the pandemic. However, as the two projections address
two contrasting outcomes, namely a negative one (bankruptcies) and a positive one (creativity and
innovation), and both were agreed to, no pessimistic bias appears in the assessments.
In the customer section, the panel did not expect a growing number of haute cuisine customers.
This assessment somewhat contradicts the expectation that the number or restaurants will grow in
most countries. This would mean that more restaurants serve a steady or even decreasing number
of customers, at least in most regions. However, the projection regarding target group growth is not
regionally differentiated (as Section 3 is). It can be assumed that the experts had their home region
in mind when assessing this projection. As most experts are located in Europe, the assessment is
coherent with projection 12, which expects a decline rather than a rise in the number of restaurants.
The second projection in this section that was rejected is projection 5, which stated that restaurants
will specialize in specific diets or food movements. This assessment is plausible considering that
haute cuisine already serves a niche market. Another sub-segmentation of this small segment would
probably not be economically reasonable. Only for vegetarians, this trend is feasible and already being
practiced. Interestingly, from the first to the second rounds, a median shift from disagreement to
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agreement occurred for projection 4, addressing a possible growth of haute cuisine tourism. Therefore,
while the overall number of customers is not expected to increase, their mobility is. According to the
Guide Michelin definition of their ratings, this specifically concerns three- and two-star restaurants.
Certainly, especially the restaurants listed as The World’s Best 50 Restaurants will be on haute cuisine
travelers’ bucket lists.
In the regional section, apart from the aforementioned rejection of growth projection for Europe,
also no growth is expected for Africa, which is not surprising as the haute cuisine culture is very
small. However, it could also be argued that its growth potential is higher just because it is currently
very small. However, when rating the projection, the panel probably interpreted that growth leading
to a level that can be compared to other regions worldwide, which is not likely in the short term.
For Oceania, the experts have no clear expectations. The reason for this is probably that the region
is not internationally renowned for haute cuisine. In general, the ratings have to be viewed with
certain caution because some respondents might have mentally replaced the continents with specific
countries and rated the projections for them. Depending on personal connections (e.g., vacations),
these assessments could differ from respondent to respondent. In this section, the panel changed
their growth expectations from the first to the second rounds for several regions, namely Central Asia,
Central and South America, and North America, which formerly were not seen as having growth
potentials but then were ascribed to future growth. Therefore, six out of nine regions were formerly
seen as stagnating or shrinking, whereas in the second round, seven regions were seen as more positive
than before. A reason for this might be that the COVID-19-related pessimism was stronger during the
first survey round compared to the second one. For the sake of wording, however, it should be noted
that the projections in this section relate to significant growth. By rejecting this projection, no statement
is made about a possible (slight) growth.
In the foods and beverages section, the panel expects the trend towards local food to persist.
The exclusive character of ingredients from far-distanced places is probably beaten by the sustainability
trend because of two reasons: First, sustainability is an omnipresent societal imperative that receives
utmost attention across all areas of social life, also in the luxury industry [130–135] and, within in,
in haute cuisine [136]. Second, ingredients from exotic countries do not have the exclusive appeal they
used to have as most customers are aware that, in the era of globalization and international supply
chains [137–140], even many fruits and vegetables in common supermarkets have been transported over
far distances and are usually still not more expensive than local ones. The panel also sees no upcoming
return of molecular cuisine. Whereas this avant-garde, scientific cuisine received strong attention due
to its complete otherness, it never became as popular on real plates as in the media. For the majority of
consumers, molecular cuisine’s artificiality was too extraordinary rather than interesting. Whereas
molecular cuisine is the logical evolution of haute cuisine in regard to its innovativeness compared to
“common” food, consumers might not want to go this further step (yet). Additionally, among the little
number of chefs who could be ascribed to molecular cuisine, some, such as Juan Amador, even reject
this ascription. Lastly, in this section, the panel does not see the serving of in vitro meat coming up in
the near future. On the one hand, whereas cultured meat has been subject to intense scientific research
for quite a time now [53,141–146], its practical large-scale application for the mass market is not yet
in sight. On the other hand, it contradicts the demand for naturalness, as it is conceptually not far
from the perceived artificiality of the aforementioned molecular cuisine. The only median shift and
therefore change of group opinion occurred for projection 20 regarding serving insect-based proteins,
which was accepted in the second round. It is hard to tell why this shift occurred, but as insects as
food have been increasingly discussed in recent years [86,147,148], this assessment is likely to turn
out true. Interestingly, projection 21 focusing on plant-based proteins is the only one that received a
slight increase in IQR, suggesting a higher level of insecurity in the second round. A reason for this
might be that it might not have been clear if the projection’s focus is on vegetarian food or on proteins.
Haute cuisine is more concerned with the taste of food rather than its nutritional value, i.e., haute
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cuisine restaurants do not serve meat because it is, for example, low-carb, but because of its taste.
Therefore, the question stressing proteins might have been somewhat confusing.
In the experiences section, the panel acknowledges the arrival of several augmented experiences
but are skeptical when the extensions clearly exceed today’s standards. For example, while the
experts agree to an increased relevance of design and scents, they are undecided regarding music
and sound and reject the idea of even more entertainment in haute cuisine restaurants. As stated
above, several avant-garde restaurants already see the inclusion of visual and auditory senses as
parts of their holistic dining experience. In contrast, the majority of experts expect that food will still
remain the main aspect, probably because other senses are rather considered to distract from this
original experience. In coherence with this rather conservative expectation, the panel also does not
see that the customer will interact with chefs in food preparation or with unknown guests by sharing
food. Therefore, dining at an haute cuisine restaurant is expected to remain an activity centered on
food that is solely experienced jointly with the guest’s company. Finally, the experts do not see an
extension of the restaurants’ service towards a transfer from home to the restaurant and back. Again,
this expresses the panel’s expectation that haute cuisine restaurants will mainly stick to their core
competencies. The only striking shift in this section concerned projection 25, stating an increasing
relevance of entertainment. The panel first agreed to it and then turned to undecided. The experts
possibly did not see a large difference between this projection and projection 26 on entertainment,
which was, as mentioned above, rejected.
Overall, the panel confirms trends that are already visible but is skeptical about possible changes
which deviate too much from the current standards. Over the next five to ten years, haute cuisine
will, according to experts, continue to follow the maxim: “Let the cobbler stick to his last,” and the
evolution is expected to be gentle rather that disruptive. Considering the fact that haute cuisine
has its roots not only in luxury but also in innovation, the conservative expectations for its future
development are somewhat counterintuitive. However, innovation mainly occurs in the kitchen and on
the plate, and even there, some frontiers are hard to overcome, as could be seen with molecular cuisine.
The further context beyond kitchen and plate is rather stable. Haute cuisine, as many other industries,
shows a high degree of institutional isomorphism, i.e., restaurants are quite similar in structural and
processual regards [149]. In addition, their business model is practically identical. Only a few try to
break out of the institutional norms, and even fewer try to innovate their business model. To be further
distinguished in the highly competitive market, the vanguard of haute cuisine might question many
established characteristics of haute cuisine in particular but possibly even of dining in general. Several
of the projections addressed a few possibilities for this. However, many more exist.
5.2. Limitations
As with all research, this study also has some limitations. First, it must be emphasized again
that cultural (as opposed to many natural) phenomena in general cannot be predicted with absolute
certainty [150]. Delphi studies are a systematic method that, with the help of expert opinions, generates
the most likely future scenario. Future research could also use other methods such as prediction
markets [151,152]. Additionally, Delphi scenario only describes a probable future but does not
theoretically explain how it emerges [153,154].
Second, Delphi studies are confronted with some general critique. For example, Goodman and
Sackman criticize the fact that the exposure of interim results violates the scientific requirements
of an independent judgment [155,156]. However, the goal of a Delphi study is the convergence of
opinions expressed and the reduction of scattering in order to reach consensus [52]. Another issue
of Delphi studies is the desirability bias, which means that the experts might rate the projections
according to their subjective hopes and wishes rather than the objective expected occurrence [60,62].
This problem diminishes, like in this study, with a higher number of experts, who are unlikely to have
the same hopes and wishes for the future. Besides, experts might also rate according to their fears.
Delphi studies are also criticized because the iterative rounds might not lead to reduced scatterings
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due to a better assessment of the projections but due to group pressure [62,129,157,158]. A closer look
at the differences between the two rounds, however, shows median shifts, which suggests that the
experts changed their opinions despite prior group consensus.
Third, a single Delphi study cannot cover a subject area both comprehensively and in detail at the
same time [52]. In order to avoid low response and repetition rates, an attempt was made to keep the
survey as short as possible. For this reason, it was not possible to investigate all relevant topics that
would have been possible for a more embracing forecast of the future of haute cuisine. Against this
background, this Delphi study provides a first overview of the developments to be expected for the
next five to ten years, divided into the addressed five thematic sections. Further future developments
within haute cuisine restaurants and approaches to creativity and innovation have not been taken into
account but may lead to interesting results in future studies. Future research could examine one or
more of the five thematic sections of this study in greater detail and could gain deeper insights or even
address new subject areas.
Fourth, the response and repetition rates have to be viewed critically. The absolute numbers
of respondents can be considered satisfactory, as they are usually small [53,127,159]. The minimum
should be seven participants [160], whereas most Delphi studies have a panel size of 15 to 35 [126].
However, the relative numbers have to be considered low, with a response rate of 3.01%/2.51%
(gross/net) and a repetition rate of 36.7%. The main reason for this might be that the surveys took
place during the curfews and lockdowns that many countries imposed in response to the COVID-19
pandemic, which challenged many small businesses in several ways [67,161] and therefore also
restaurants. While it may be argued that the chefs and other restaurant staff had enough time to
complete the assessments of the projections, their motivation to support research could be expected
to be somewhat low as the lockdowns threatened restaurants’ economic survival, as also addressed
in opening projection P1. A scenario developed based on a Delphi study before or some months
after the crisis might look different. Additionally, the survey was conducted in English, which might
have caused language problems for participants in many countries. Another reason could be that the
number of propositions was too high and demotivated the respondents to participate (see the third
limitation). An indicator for this could be that 12 respondents did not finish the survey.
Fifth, the expert panel only comprised haute cuisine staff but no other stakeholder groups.
Future research could also include other potential respondents such as frequent haute cuisine customers
and restaurant critics.
Sixth, the distribution of experts across the different regions was very uneven. The reason for
this might have been the aforementioned language barriers. It is especially unfortunate that no
respondents from Japan participated in the study as Japan is a leading hot spot for haute cuisine. Also,
the lack of responses from Africa is regrettable. Therefore, the assessment of P8 has to be viewed with
certain skepticism. Therefore, although the study examines international developments and addresses
important aspects, a broader panel of experts which would be better distributed among the regions
might have resulted in other future scenarios. It would have been interesting to see if certain regions
developed different common consensuses.
5.3. Implications
The findings have theoretical and practical implications. For scholars researching haute cuisine,
the depicted scenario and, more specifically, the approved projections indicate themes which are worth
further inquiry in the future. Therefore, this study can also serve as a research agenda. In addition,
haute cuisine research has a strong focus on innovation. However, as discussed before, the innovation
focus is mostly limited to food alone. Future researchers should broaden the perspective towards
the restaurant structure and processes as well as business model innovation [17,162–165]. The still
neglected integration of the customers into the innovation process seems to be imperative as they are
an important driver to enhance the agility in the front end of innovation [166–171].
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For chefs and other haute cuisine managers, the study suggests that the sector will slightly evolve.
However, in regions with a growing number of restaurants, competition will increase and require
intensified innovation efforts. As stated before, this should not only be limited to the kitchen and
plate but also include the overall restaurant context and possibly even the business model. In that
regard, a still underused potential is the involvement of customers in both meal innovation [6,18]
and business model innovation [172]. However, even if customers are not involved in the innovation
process, their role should be extended from that of pure consumers to those who co-create the value of
haute cuisine [169,173,174].
6. Conclusions
This study provides a first holistic forecast regarding a range of themes in haute cuisine and can
give insights into a plausible future over the next five to ten years. The derived scenario suggests
that the COVID-19 pandemic will drive restaurants out of the market and encourage creativity and
innovation among the remaining ones. It is not expected that haute cuisine will attract more customers
in the future but that haute cuisine tourism will grow and that different price ranges will address
different customer segments. More haute cuisine restaurants will likely open in Asia and America but
less likely open in Africa and Europe. The trend towards local ingredients is intact, and fine dining
will probably use insect- and plant-based proteins and offer sophisticated nonalcoholic beverages.
In contrast, in vitro meat is less likely to arrive at haute cuisine restaurants, and a return of molecular
cuisine is not expected. The enhancement of non-taste-related experiences is predicted to become
more relevant, especially regarding restaurant design and the use of scents, but less likely of auditory
sensations. Private dining and haute cuisine cooking at home will become more relevant.
In sum, the prospective changes in haute cuisine are expected to be somewhat small. Chefs will
take up customers’ wants and needs, and innovation will focus on food but not concern the restaurant
at large and not its business model. However, treating customers as the co-creators of the haute cuisine
experience and involving them in innovation might offer interesting opportunities which are currently
underused. For the vanguard of avant-garde restaurants, questioning the foundations of dining and
disrupting the customers’ expectations will provide interesting outcomes.
Author Contributions: Conceptualization, V.T.; Methodology, N.S., V.T. and M.F.; Software, N.S.; Formal Analysis,
N.S. and V.T.; Investigation, N.S. and V.T.; Writing—Original Draft, N.S., V.T. and M.F.; Writing—Review &
Editing, V.T.; Visualization, N.S. and V.T.; Funding Acquisition (APC), V.T. All authors have read and agreed to the
published version of the manuscript.
Funding: This research received no external funding. The APC was covered by Deutsche Forschungsgemeinschaft
(German Research Foundation) and Open Access Publication Fund of Potsdam University.
Acknowledgments: We express our gratitude to the respondents for their esteemed participation in this study,
to the three anonymous reviewers for their rigorous, valuable, and constructive comments on the two prior
versions of the paper, and to the Deutsche Forschungsgemeinschaft (German Research Foundation) and Open
Access Publication Fund of Potsdam University for covering the APC.
Conflicts of Interest: The authors declare no conflict of interest.
References
1. Rao, H.; Monin, P.; Durand, R. Institutional change in Toque Ville: Nouvelle cuisine as an identity movement
in French gastronomy. Am. J. Soc. 2003, 108, 795–843. [CrossRef]
2. Bouty, I.; Gomez, M.L. Creativity in haute cuisine: Strategic knowledge and practice in gourmet kitchens.
J. Culin. Sci. Technol. 2013, 11, 80–95. [CrossRef]
3. Abecassis-Moedas, C.; Sguera, F.; Ettlie, J.E. Observe, innovate, succeed: A learning perspective on innovation
and the performance of entrepreneurial chefs. J. Bus. Res. 2016, 69, 2840–2848. [CrossRef]
4. Albors-Garrigos, J.; Barreto, V.; García-Segovia, P.; Martínez-Monzó, J.; Hervás-Oliver, J.L. Creativity and
innovation patterns of haute cuisine chefs. J. Culin. Sci. Technol. 2013, 11, 19–35. [CrossRef]
5. Albors-Garrigós, J.; Martinez Monzo, J.; Garcia-Segovia, P. Knowledge dynamics as drivers of innovation in
Haute Cuisine and culinary services. Ind. Innov. 2018, 25, 84–111. [CrossRef]
Foods 2020, 9, 1369 15 of 21
6. Braun, A.; Bockelmann, L. An individual perspective on open innovation capabilities in the context of haute
cuisine. Int. J. Innov. Manag. 2016, 20, 1650002. [CrossRef]
7. Harrington, R.J.; Ottenbacher, M.C. Managing the culinary innovation process: The case of new product
development. J. Culin. Sci. Technol. 2013, 11, 4–18. [CrossRef]
8. Koch, J.; Wenzel, M.; Senf, N.N.; Maibier, C. Organizational creativity as an attributional process: The case of
haute cuisine. Organ. Stud. 2018, 39, 251–270. [CrossRef]
9. Lane, C.; Lup, D. Cooking under fire: Managing multilevel tensions between creativity and innovation in
haute cuisine. Ind. Innov. 2015, 22, 654–676. [CrossRef]
10. Messeni Petruzzelli, A.; Savino, T. Reinterpreting tradition to innovate: The case of Italian Haute Cuisine.
Ind. Innov. 2015, 22, 677–702. [CrossRef]
11. Opazo, M.P. Discourse as driver of innovation in contemporary haute cuisine: The case of elBulli restaurant.
Int. J. Gastron. Food Sci. 2012, 1, 82–89. [CrossRef]
12. Ottenbacher, M.C.; Harrington, R.J. The culinary innovation process: A study of Michelin-starred chefs.
J. Culin. Sci. Technol. 2007, 5, 9–35. [CrossRef]
13. Petruzzelli, A.M.; Savino, T. Search, recombination, and innovation: Lessons from haute cuisine.
Long Range Plann. 2014, 47, 224–238. [CrossRef]
14. Presenza, A.; Abbate, T.; Vargas-Sánchez, A.; Harrison, T. Creativity and innovation: The case of haute
cuisine. Int. J. Entrep. Innov. Manag. 2018, 22, 562–577. [CrossRef]
15. Sharma, A.; Altinay, L.; Stierand, M.B.; Dörfler, V. Reflecting on a phenomenological study of creativity and
innovation in haute cuisine. Int. J. Contemp. Hosp. Manag. 2012, 24, 946–957. [CrossRef]
16. Stierand, M.; Dörfler, V.; MacBryde, J. Creativity and innovation in Haute Cuisine: Towards a systemic
model. Creat. Innov. Manag. 2014, 23, 15–28. [CrossRef]
17. Presenza, A.; Petruzzelli, A.M. Investigating business model innovation in Haute Cuisine. Role and behavior
of chef-entrepreneurs. Int. J. Hosp. Manag. 2019, 82, 101–111. [CrossRef]
18. Busse, M.; Siebert, R. The role of consumers in food innovation processes. Eur. J. Innov. Manag. 2018,
21, 20–43. [CrossRef]
19. Svejenova, S.; Mazza, C.; Planellas, M. Cooking up change in haute cuisine: Ferran Adrià as an institutional
entrepreneur. J. Organ. Behav. 2007, 28, 539–561. [CrossRef]
20. Tiberius, V.; Rietz, M.; Bouncken, R.B. Performance analysis and science mapping of institutional
entrepreneurship research. Adm. Sci. 2020, 10, 69. [CrossRef]
21. Akyürek, S.; Kızılcık, O. Determining tourists’ propensity to consume innovative cuisine: The case of
molecular cuisine. J. Culin. Sci. Technol. 2019, 17, 519–533. [CrossRef]
22. Ronteltap, A.; Van Trijp, J.C.M.; Renes, R.J.; Frewer, L.J. Consumer acceptance of technology-based food
innovations: Lessons for the future of nutrigenomics. Appetite 2007, 49, 1–17. [CrossRef] [PubMed]
23. Alae-Carew, C.; Bird, F.A.; Choudhury, S.; Harris, F.; Aleksandrowicz, L.; Milner, J.; Joy, E.J.; Agrawal, S.;
Dangour, A.D.; Green, R. Future diets in India: A systematic review of food consumption projection studies.
Glob. Food Secur. 2019, 23, 182–190. [CrossRef] [PubMed]
24. Grauerholz, L.; Owens, N. Alternative food movements. In International Encyclopedia of the Social & Behavioral
Sciences, 2nd ed.; Wright, J.D., Ed.; Elsevier: Amsterdam, The Netherlands, 2015; pp. 566–572. [CrossRef]
25. Cassi, D. Science and cooking: The era of molecular cuisine. EMBO Rep. 2011, 12, 191–196. [CrossRef]
[PubMed]
26. Cousins, J.; O’Gorman, K.; Stierand, M. Molecular gastronomy: Cuisine innovation or modern day alchemy?
Int. J. Contemp. Hosp. Manag. 2010, 22, 399–415. [CrossRef]
27. Spence, C.; Youssef, J. Assessing the long-term impact of the molecular gastronomy movement on haute
cuisine. Int. J. Gastron. Food Sci. 2018, 14, 35–44. [CrossRef]
28. Vega, C.; Ubbink, J. Molecular gastronomy: A food fad or science supporting innovative cuisine? Trends Food
Sci. Technol. 2008, 19, 372–382. [CrossRef]
29. Iden, J.; Methlie, L.B.; Christensen, G.E. The nature of strategie foresight research: A systematic literature
review. Technol. Forecast. Soc. Chang. 2017, 116, 87–97. [CrossRef]
30. Berghaus, B.; Bossard, C.; Baehni, L. Strategic foresight in the luxury industry: Managerial perspectives.
Lux. Res. J. 2015, 1, 76–90. [CrossRef]
31. Anderson, J. Technology foresight for competitive advantage. Long Range Plann. 1997, 30, 665–677. [CrossRef]
Foods 2020, 9, 1369 16 of 21
32. Semke, L.-M.; Tiberius, V. Corporate foresight and dynamic capabilities: An exploratory study. Forecasting
2020, 2, 10. [CrossRef]
33. Trumbek, A.B. Haute Cuisine–How the French Invented the Culinary Profession; University of Pennsylvania
Press: Philadelphia, PA, USA, 2015.
34. Batzner, M. Haute Cuisine–Kulturgeschichte der französischen hohen Küche; AV Akademiker Verlag: Saarbrücken,
Germany, 2012.
35. Johnson, C.; Surlemont, B.; Nicod, O.; Revaz, F. Behind the stars: A concise typology of Michelin restaurants
in Europe. Cornell Hosp. Quater. 2005, 46, 170–187. [CrossRef]
36. Ottenbacher, M.C.; Harrington, R.J. Institutional, cultural and contextual factors: Potential drivers of the
culinary innovation process. Tour. Hosp. Res. 2009, 9, 235–249. [CrossRef]
37. Guide Michelin. 2020. Available online: https://guide.michelin.com (accessed on 30 June 2020).
38. Namkung, Y.; Jang, S. Does food quality really matter in restaurants? Its impact on customer satisfaction and
behavioral intentions. J. Hosp. Tour. Res. 2007, 31, 387–409. [CrossRef]
39. Sulek, J.M.; Hensley, R.L. The relative importance of food, atmosphere, and fairness of wait. Cornell Hotel
Restaur. Adm. Q. 2004, 45, 235–247. [CrossRef]
40. Bahri-Ammari, N.; Van Niekerk, M.; Khelil, H.B.; Chtioui, J. The effects of brand attachment on behavioral
loyalty in the luxury restaurant sector. Int. J. Contemp. Hosp. Manag. 2016, 28, 559–585. [CrossRef]
41. Flostrand, A.; Pitt, L.; Bridson, S. The Delphi technique in forecasting–A 42-year bibliographic analysis
(1975–2017). Technol. Forecast. Soc. Chang. 2020, 150, 119773. [CrossRef]
42. Gausemeier, J.; Fink, A.; Schlake, O. Scenario management: An approach to develop future potentials.
Technol. Forecast. Soc. Chang. 1998, 59, 111–130. [CrossRef]
43. Kahn, H.; Wiener, A.J. The Year 2000–A Framework for Speculation on the Next Thirty–Three Years; Macmillan:
New York, NY, USA, 1968.
44. Tiberius, V.; Siglow, C.; Sendra-García, J. Scenarios in business and management: The current stock and
research opportunities. J. Bus. Res. 2020, 121, 235–242. [CrossRef]
45. Tiberius, V. Scenarios in the strategy process: A framework of affordances and constraints. Eur. J. Futures Res.
2019, 7, 7. [CrossRef]
46. Bradley, L.; Stewart, K. A Delphi study of internet banking. Market. Intell. Plan. 2003, 21, 272–281. [CrossRef]
47. Höhne, S.; Tiberius, V. Powered by blockchain: Forecasting blockchain use in the electricity market. Int. J.
Energy Sector Manag. 2020. [CrossRef]
48. Knutson, B.J.; Beck, J.A.; Singh, A.J.; Kasavana, M.L.; Cichy, R.F. Marketing to lodging, food service and club
consumers in the future: A Delphi study to predict marketing management in 2007. Adv. Hosp. Leis. 2004,
1, 25–41. [CrossRef]
49. Poba-Nzaou, P.; Lemieux, N.; Beaupré, D.; Uwizeyemungu, S. Critical challenges associated with the
adoption of social media: A Delphi of a panel of Canadian human resource managers. J. Bus. Res. 2016,
69, 4011–4019. [CrossRef]
50. Prommer, L.; Tiberius, V.; Kraus, S. Exploring the Future of Startup Leadership Development. J. Bus.
Ventur. Insights 2020, 14, e00200. [CrossRef]
51. Studen, L.; Tiberius, V. Social media, quo vadis? Prospective development and implications. Future Internet
2020, 12, 146. [CrossRef]
52. Tiberius, V.; Hirth, S. Impacts of digitization on auditing: A Delphi study for Germany. J. Int. Account.
Audit. Tax. 2019, 37, 100288. [CrossRef]
53. Tiberius, V.; Borning, J.; Seeler, S. Setting the table for meat consumers: An international Delphi study on
in vitro meat. Sci. Food 2019, 3, 10. [CrossRef]
54. Woudenberg, F. An evaluation of Delphi. Technol. Forecast. Soc. Chang. 1991, 40, 131–150. [CrossRef]
55. Tiberius, V. Towards a ‘planned path emergence view’ on future genesis. J. Futures Stud. 2011, 15, 9–24.
56. Bell, W. Technological forecasting–What it is and what it does. Manag. Rev. 1967, 56, 64.
57. Dalkey, N.; Helmer, O. An experimental application of the Delphi method to the use of experts. Manag. Sci.
1963, 9, 458–467. [CrossRef]
58. Rowe, G.; Wright, G. Expert opinions in forecasting: The role of the Delphi technique. In Principles of
Forecasting: A Handbook for Researchers and Practitioners; Armstrong, J.S., Ed.; Kluwer Academic Publishers:
Boston, MA, USA, 2001; pp. 125–144.
Foods 2020, 9, 1369 17 of 21
59. Graefe, A.; Armstrong, J.S. Comparing face-to-face meetings, nominal groups, Delphi and prediction markets
on an estimation task. Int. J. Forecast. 2011, 27, 183–195. [CrossRef]
60. Ecken, P.; Gnatzy, T.; von der Gracht, H.A. Desirability bias in foresight: Consequences for decision quality
based on Delphi results. Technol. Forecast. Soc. Change 2011, 78, 1654–1670. [CrossRef]
61. Linstone, H.A. The multiple perspective concept. Technol. Forecast Soc. Chang. 1981, 20, 275–325. [CrossRef]
62. Winkler, J.; Moser, R. Biases in future-oriented Delphi studies: A cognitive perspective. Technol. Forecast.
Soc. Chang. 2016, 105, 63–76. [CrossRef]
63. Parente, R.; Anderson-Parente, J. A case study of long-term Delphi accuracy. Technol. Forecast. Soc. Chang.
2011, 78, 1705–1711. [CrossRef]
64. Skulmoski, G.J.; Hartman, F.T.; Krahn, J. The Delphi method for graduate research. J. Inf. Technol. Educ. 2007,
6, 1–21. [CrossRef]
65. Markmann, C.; Spickermann, A.; von der Gracht, H.A.; Brem, A. Improving the question formulation in
Delphi-like surveys: Analysis of the effects of abstract language and amount of information on response
behavior. Futures Foresight Sci. 2020, 56. [CrossRef]
66. von der Gracht, H.A. Consensus measurement in Delphi studies. Technol. Forecast. Soc. Change 2012,
79, 1525–1536. [CrossRef]
67. Gössling, S.; Scott, D.; Hall, C.M. Pandemics, tourism and global change: A rapid assessment of COVID-19.
J. Sustain. Tour. 2020. [CrossRef]
68. Ferreira, A.; Teixeira, A.L. Intra-and extra-organisational foundations of innovation processes—The
information and communication technology sector under the crisis in Portugal. Int. J. Innov. Manag.
2016, 20, 1650056. [CrossRef]
69. Wang, Y.; Hong, A.; Li, X.; Gao, J. Marketing innovations during a global crisis: A study of China firms’
response to COVID-19. J. Bus. Res. 2020, 116, 214–220. [CrossRef] [PubMed]
70. D’Agostino, L.M.; Moreno, R. Exploration during turbulent times: An analysis of the relation between
cooperation in innovation activities and radical innovation performance during the economic crisis.
Ind. Corp. Chang. 2018, 27, 387–412. [CrossRef]
71. Tiberius, V.; Schwarzer, H.; Roig-Dobón, S. Radical innovations: Between established knowledge and future
research opportunities. J. Innov. Knowl. 2020, in press.
72. Strandvik, T.; Holmlund, M.; Lähteenmäki, I. “One of these days, things are going to change!” How do you
make sense of market disruption? Bus. Horiz. 2018, 61, 477–486. [CrossRef]
73. Tiberius, V.; Rasche, C. Disruptive Geschäftsmodelle von FinTechs: Grundlagen, Trends und
Strategieüberlegungen. In FinTechs—Disruptive Geschäftsmodelle im Finanzsektor; Tiberius, V., Rasche, C., Eds.;
Springer Gabler: Wiesbaden, Germany, 2016; pp. 1–25. [CrossRef]
74. Martin-Rios, C.; Pasamar, S. Service innovation in times of economic crisis: The strategic adaptation activities
of the top EU service firms. R&D Manag. 2018, 48, 195–209. [CrossRef]
75. Bonetti, F.; Perry, P.; Fernie, J. The evolution of luxury fashion retailing in China. In Luxury Fashion Retail
Management; Choi, T.-M., Shen, B., Eds.; Springer: Singapore, 2017; pp. 49–67.
76. Gunter, U.; Netto, A.P. International travel to and from Brazil–Overseas tourism as a luxury good and a
status symbol. Tour. Econ. 2016, 22, 1151–1160. [CrossRef]
77. Ottenbacher, M.C.; Harrington, R.J. Culinary tourism—A case study of the gastronomic capital. J. Culin.
Sci. Technol. 2010, 8, 14–32. [CrossRef]
78. Lynn, M. Segmenting and targeting your market: Strategies and limitations. In The Cornell School of Hotel
Administration on Hospitality: Cutting Edge Thinking and Practice; Sturman, M.C., Corgel, J.B., Verma, R., Eds.;
Wiley & Sons: Hoboken, NJ, USA, 2011; pp. 353–369.
79. Tan, R. Michelin-Starred Vegetarian Restaurants Worldwide. 2019. Available online: https://guide.michelin.
com/sg/en/article/dining-out/michelin-starred-vegetarian-restaurants-worldwide (accessed on 30 June 2020).
80. Quintavalle, A. Über luxury: For billionaires only. In Global Luxury Trends; Hoffmann, J., Coste-Manière, I.,
Eds.; Palgrave Macmillan: London, UK, 2013; pp. 51–76. [CrossRef]
81. Knight Frank. The Wealth Report 2020. The Global Perspective on Prime Property & Investment. Available
online: https://www.knightfrank.com/wealthreport (accessed on 10 September 2020).
82. Howard, P. Phil Howard–Competitions, Cooking and the Importance of Seasonality. 2017. Available
online: https://catererlicensee.com/phil-howard-competitions-cooking-and-the-importance-of-seasonality/
(accessed on 30 June 2020).
Foods 2020, 9, 1369 18 of 21
83. Tuomisto, H.; Teixeira de Mattos, J. Environmental impacts of cultured meat production. Environ. Sci. Technol.
2011, 45, 6117–6123. [CrossRef]
84. Bryant, C.; Barnett, J. Consumer acceptance of cultured meat: A systematic review. Meat Sci. 2018, 143, 8–17.
[CrossRef] [PubMed]
85. Hayes, M. Food Proteins and bioactive peptides: New and novel sources, characterisation strategies and
applications. Foods 2018, 7, 38. [CrossRef] [PubMed]
86. de Koning, W.; Dean, D.; Vriesekoop, F.; Aguiar, L.K.; Anderson, M.; Mongondry, P.; Oppong-Gyamfi, M.;
Urbano, B.; Luciano, C.A.G.; Jiang, B.; et al. Drivers and inhibitors in the acceptance of meat alternatives:
The case of plant and insect-based proteins. Foods 2020, 9, 1292. [CrossRef] [PubMed]
87. García-Segovia, P.; Igual, M.; Martínez-Monzó, J. Physicochemical properties and consumer acceptance of
bread enriched with alternative proteins. Foods 2020, 9, 933. [CrossRef] [PubMed]
88. Rumpold, B.A.; Schlüter, O. Insect-based protein sources and their potential for human consumption:
Nutritional composition and processing. Anim. Front. 2015, 5, 20–24. [CrossRef]
89. Aschemann-Witzel, J.; Peschel, A.O. Consumer perception of plant-based proteins: The value of source
transparency for alternative protein ingredients. Food Hydrocoll. 2019, 96, 20–28. [CrossRef]
90. Joseph, P.; Searing, A.; Watson, C.; McKeague, J. Alternative proteins: Market research on consumer trends
and emerging landscape. Meat Muscle Biol. 2020, 4, 16. [CrossRef]
91. Eschevins, A.; Giboreau, A.; Julien, P.; Dacremont, C. From expert knowledge and sensory science to a
general model of food and beverage pairing with wine and beer. Int. J. Gastron. Food Sci. 2019, 17, 100144.
[CrossRef]
92. Lecat, B.; Chapuis, C. Food and wine pairing in burgundy: The case of Grands Crus. Beverages 2017, 3, 10.
[CrossRef]
93. Pettigrew, S.; Charters, S. Consumers’ expectations of food and alcohol pairing. Br. Food J. 2006, 108, 169–180.
[CrossRef]
94. Grumezescu, A.M.; Holban, A.M. Non-Alcoholic Beverages. The Science of Beverages; Woodhead Publishing:
Sawston, UK, 2019; Volume 6.
95. Luther, L.; Tiberius, V.; Brem, A. User Experience (UX) in business, management, and psychology:
A bibliometric mapping of the current state of research. Multimodal Technol. Interact. 2020, 4, 18. [CrossRef]
96. Mattila, A.; Wirtz, J. Congruency of scent and music as driver of in-store evaluations and behavior. J. Retail.
2001, 77, 273–289. [CrossRef]
97. Kontukoski, M.; Paakki, M.; Thureson, J.; Uimonen, H.; Hopia, A. Imagined salads and steak restaurants:
Consumers’ colour, music and emotion association with different dishes. Int. J. Gastron. Food Sci. 2016,
4, 1–11. [CrossRef]
98. Ritzer, G.; Dean, P.; Jurgenson, N. The coming of age of the prosumer. Am. Behav. Sci. 2012, 56, 379–398.
[CrossRef]
99. Troye, S.V.; Supphellen, M. Consumer participation in coproduction: ‘I made it myself’ effects on consumers’
sensory perceptions and evaluations of outcome and input product. J. Mark. 2012, 7, 33–46. [CrossRef]
100. Seran, S.; Izvercian, M. Prosumer engagement in innovation strategies. Manag. Decis. 2014, 52, 1968–1980.
[CrossRef]
101. Bernal, P.; Salazar, I.; Vargas, P. Understanding the open innovation trends: An exploratory analysis of
breadth and depth decisions. Adm. Sci. 2019, 9, 73. [CrossRef]
102. Christensen, I.; Karlsson, C. Open innovation and the effects of crowdsourcing in a pharma ecosystem.
J. Innov. Knowl. 2019, 4, 240–247. [CrossRef]
103. Ferreira, J.J.; Teixeira, A.C.A. Open innovation and knowledge for fostering business ecosystems.
J. Innov. Knowl. 2019, 4, 253–255. [CrossRef]
104. García-González, A.; Ramírez-Montoya, M.S. Systematic mapping of scientific production on open innovation
(2015–2018): Opportunities for sustainable training environments. Sustainability 2019, 11, 1781. [CrossRef]
105. Grimsby, S.; Kure, C.F. How open is food innovation? The crispbread case. Br. Food J. 2019, 121, 950–963.
[CrossRef]
106. Ibarra, D.; Bigdeli, A.Z.; Igartua, J.I.; Ganzarain, J. Business model innovation in established SMEs:
A configurational approach. J. Open Innov. Technol. Mark. Complex. 2020, 6, 76. [CrossRef]
107. Moretti, F.; Biancardi, D. Inbound open innovation and firm performance. J. Innov. Knowl. 2020, 5, 1–19.
[CrossRef]
Foods 2020, 9, 1369 19 of 21
108. Rauter, R.; Globocnik, D.; Perl-Vorbach, E.; Baumgartner, R.J. Open innovation and its effects on economic
and sustainability innovation performance. J. Innov. Knowl. 2019, 4, 226–233. [CrossRef]
109. Xie, X.; Wang, H. How can open innovation ecosystem modes push product innovation forward? An fsQCA
analysis. J. Bus. Res. 2020, 108, 29–41. [CrossRef]
110. Zacharias, N.A.; Daldere, D.; Winter, C.G. Variety is the spice of life: How much partner alignment is
preferable in open innovation activities to enhance firms’ adaptiveness and innovation success? J. Bus. Res.
2020, 117, 290–301. [CrossRef]
111. Chandler, J.; Chen, S. Prosumer motivations in service experiences. J. Serv. Theor. Pract. 2015, 25, 220–239.
[CrossRef]
112. Prayag, G.; Gannon, M.J.; Muskat, B.; Taheri, B. A serious leisure perspective of culinary tourism co-creation:
The influence of prior knowledge, physical environment and service quality. Int. J. Contemp. Hosp.
Manag. 2020. [CrossRef]
113. Zaborek, P.; Mazur, J. Enabling value co-creation with consumers as a driver of business performance: A dual
perspective of Polish manufacturing and service SMEs. J. Bus. Res. 2019, 104, 541–551. [CrossRef]
114. Bouncken, R.; Ratzmann, M.; Barwinski, R.; Kraus, S. Coworking spaces: Empowerment for entrepreneurship
and innovation in the digital and sharing economy. J. Bus. Res. 2020, 114, 102–110. [CrossRef]
115. Bouncken, R.B.; Reuschl, A.J. Coworking-spaces: How a phenomenon of the sharing economy builds a novel
trend for the workplace and for entrepreneurship. Rev. Manag. Sci. 2018, 12, 317–334. [CrossRef]
116. Clauss, T.; Harengel, P.; Hock, M. The perception of value of platform-based business models in the sharing
economy: Determining the drivers of user loyalty. Rev. Manag. Sci. 2019, 13, 605–634. [CrossRef]
117. Curtis, S.K.; Lehner, M. Defining the sharing economy for sustainability. Sustainability 2019, 11, 567.
[CrossRef]
118. Filser, M.; Tiberius, V.; Kraus, S.; Spitzer, J.; Kailer, N.; Bouncken, R. Sharing economy: A bibliometric analysis
of the state of research. Int. J. Entrep. Ventur. 2020, in press. [CrossRef]
119. Kong, Y.; Wang, Y.; Hajli, S.; Featherman, M. In sharing economy we trust: Examining the effect of social
and technical enablers on millennials’ trust in sharing commerce. Comput. Hum. Behav. 2020, 108, 105993.
[CrossRef]
120. Kraus, S.; Li, H.; Kang, Q.; Westhead, P.; Tiberius, V. The sharing economy: A bibliometric analysis of the
state-of-the-art. Int. J. Entrepr. Behav. Res. 2020. [CrossRef]
121. Laurenti, R.; Singh, J.; Cotrim, J.M.; Toni, M.; Sinha, R. Characterizing the sharing economy state of the
research: A systematic map. Sustainability 2019, 11, 5729. [CrossRef]
122. Maldoy, K.; De Backer, C.J.; Poels, K. The pleasure of sharing: Can social context make healthy food more
appealing? Psychol. Mark. 2020. [CrossRef]
123. Miller, L.; Rozin, P.; Fiske, A.P. Food sharing and feeding another person suggest intimacy; two studies of
American college students. Eur. J Soc. Psychol. 1998, 28, 423–436. [CrossRef]
124. Conrad, A. The Test Kitchen–The World’s Best Restaurants. 2018. Available online: https://frontrowsociety.
net/the-test-kitchen-the-worlds-50-best-restaurants (accessed on 30 June 2020).
125. Guest, G.; Bunce, A.; Johnson, L. How many interviews are enough? An experiment with data saturation
and variability. Field Methods 2006, 18, 59–82. [CrossRef]
126. Gordon, T.J. The Delphi method. Futures Res. Methodol. 1994, 2, 1–30.
127. Hasson, F.; Keeney, S.; McKenna, H. Research guidelines for the Delphi survey technique. J. Adv. Nurs. 2000,
32, 1008–1015. [CrossRef] [PubMed]
128. Welty, G. Problems of selecting experts for Delphi exercises. Acad. Manag. J. 1972, 15, 121–124. [CrossRef]
129. Rowe, G.; Wright, G. The Delphi technique as a forecasting tool: Issues and analysis. Int. J. Forecast. 1999,
15, 353–375. [CrossRef]
130. Barbaritano, M.; Bravi, L.; Savelli, E. Sustainability and quality management in the Italian luxury furniture
sector: A circular economy perspective. Sustainability 2019, 11, 3089. [CrossRef]
131. Cuomo, M.T.; Foroudi, P.; Tortora, D.; Hussain, S.; Melewar, T. Celebrity endorsement and the attitude
towards luxury brands for sustainable consumption. Sustainability 2019, 11, 6791. [CrossRef]
132. Galli, D.; Bassanini, F. Reporting sustainability in China: Evidence from the global powers of luxury goods.
Sustainability 2020, 12, 3940. [CrossRef]
Foods 2020, 9, 1369 20 of 21
133. Kapferer, J.N.; Michaut-Denizeau, A. Are millennials really more sensitive to sustainable luxury?
A cross-generational international comparison of sustainability consciousness when buying luxury.
J. Brand Manag. 2020, 27, 35–47. [CrossRef]
134. Karaosman, H.; Perry, P.; Brun, A.; Morales-Alonso, G. Behind the runway: Extending sustainability in
luxury fashion supply chains. J. Bus. Res. 2020, 117, 652–663. [CrossRef]
135. Septianto, F.; Seo, Y.; Errmann, A.C. Distinct effects of pride and gratitude appeals on sustainable luxury
brands. J. Bus. Ethics 2020. [CrossRef]
136. Kiatkawsin, K.; Sutherland, I. Examining luxury restaurant dining experience towards sustainable reputation
of the Michelin restaurant guide. Sustainability 2020, 12, 2134. [CrossRef]
137. Bouncken, R.; Ratzmann, M.; Tiberius, V.; Brem, A. Pioneering strategy in supply chain relationships: How
coercive power and contract completeness influence innovation. IEEE Trans. Eng. Manag. 2020. [CrossRef]
138. Corrado, S.; Sala, S. Food waste accounting along global and European food supply chains: State of the art
and outlook. Waste Manag. 2018, 79, 120–131. [CrossRef] [PubMed]
139. Koberg, E.; Longoni, A. A systematic review of sustainable supply chain management in global supply
chains. J. Clean. Prod. 2019, 207, 1084–1098. [CrossRef]
140. Pavez, I.; Codron, J.M.; Lubello, P.; Florêncio, M.C. Biosecurity institutions and the choice of contracts in
international fruit supply chains. Agric. Syst. 2019, 176, 102668. [CrossRef]
141. Bhat, Z.F.; Kumar, S.; Bhat, H.F. In vitro meat: A future animal-free harvest. Crit. Rev. Food Sci. Nutr. 2017,
57, 782–789. [CrossRef] [PubMed]
142. Bryant, C.; van Nek, L.; Rolland, N.C.M. European Markets for Cultured Meat: A Comparison of Germany
and France. Foods 2020, 9, 1152. [CrossRef]
143. Datar, I.; Betti, M. Possibilities for an in vitro meat production system. Innov. Food Sci. Emerg. Technol. 2010,
11, 13–22. [CrossRef]
144. Hocquette, J.F. Is in vitro meat the solution for the future? Meat Sci. 2016, 120, 167–176. [CrossRef]
145. Orellana, N.; Sánchez, E.; Benavente, D.; Prieto, P.; Enrione, J.; Acevedo, C.A. A New Edible Film to Produce
In Vitro Meat. Foods 2020, 9, 185. [CrossRef]
146. Simsa, R.; Yuen, J.; Stout, A.; Rubio, N.; Fogelstrand, P.; Kaplan, D.L. Extracellular Heme Proteins Influence
Bovine Myosatellite Cell Proliferation and the Color of Cell-Based Meat. Foods 2019, 8, 521. [CrossRef]
[PubMed]
147. Meyer-Rochow, V.B.; Jung, C. Insects used as food and feed: Isn’t that what we all need? Foods 2020, 9, 1003.
[CrossRef] [PubMed]
148. Van Huis, A. Potential of insects as food and feed in assuring food security. Ann. Rev. Entomol. 2013,
58, 563–583. [CrossRef] [PubMed]
149. DiMaggio, P.J.; Powell, W.W. The iron cage revisited: Institutional isomorphism and collective rationality in
organizational fields. Am. Soc. Rev. 1983, 48, 147–160. [CrossRef]
150. Saritas, O.; Oner, M.A. Systemic analysis of UK foresight results: Joint application of integrated management
model and roadmapping. Technol. Forecast. Soc. Chang. 2004, 71, 27–65. [CrossRef]
151. Arrow, K.J.; Forsythe, R.; Gorham, M.; Hahn, R.; Hanson, R.; Ledyard, J.O.; Levmore, S.; Litan, R.; Milgrom, P.;
Nelson, F.D.; et al. The promise of prediction markets. Science 2008, 320, 877. [CrossRef]
152. Tiberius, V.; Rasche, C. Prognosemärkte. Z. Plan. Unternehmenssteuerung/J. Manag. Control 2011, 21, 467–472.
[CrossRef]
153. Tiberius, V. Path dependence, path breaking, and path creation – A theoretical scaffolding for futures studies?
J. Futures Stud. 2011, 15, 1–8.
154. Tiberius, V. Theorien des Wandels–Theorien der Zukunftsgenese. In Zukunftsgenese. Theorien des zukünftigen
sozialen Wandels; Tiberius, V., Ed.; Springer VS: Wiesbaden, Germany, 2012; pp. 11–54. [CrossRef]
155. Goodman, C. The Delphi technique: A critique. J. Adv. Nurs. 1987, 12, 729–734. [CrossRef]
156. Sackman, H. Summary evaluation of Delphi. Policy Anal. 1975, 1, 693–718.
157. Bardecki, M.J. Participants’ response to the Delphi method: An attitudinal perspective. Technol. Forecast.
Soc. Chang. 1984, 25, 281–292. [CrossRef]
158. Hill, K.Q.; Fowles, J. The methodological worth of the Delphi forecasting technique. Technol. Forecast.
Soc. Chang. 1975, 7, 179–192. [CrossRef]
159. Okoli, C.; Pawlowski, S.D. The Delphi method as a research tool: An example, design considerations and
applications. Inf. Manag. 2004, 42, 15–29. [CrossRef]
Foods 2020, 9, 1369 21 of 21
160. Dalkey, N.; Brown, B.; Cochran, S. Use of self-ratings to improve group estimates. Technol. Forecast. 1970,
1, 283–291. [CrossRef]
161. Kraus, S.; Clauß, Z.; Breier, M.; Gast, J.; Zardini, A.; Tiberius, V. The economics of COVID-19: Initial empirical
evidence on how family firms in five European countries cope with the corona crisis. Int. J. Entrep. Behav. Res.
2020. [CrossRef]
162. Foss, N.J.; Saebi, T. Fifteen years of research on business model innovation: How far have we come, and
where should we go? J. Manag. 2017, 43, 200–227. [CrossRef]
163. Kraus, S.; Filser, M.; Puumalainen, K.; Kailer, N.; Thurner, S. Business model innovation: A systematic
literature review. Int. J. Innov. Technol. Manag. 2020. [CrossRef]
164. To, C.K.; Au, J.S.; Kan, C.W. Uncovering business model innovation contexts: A comparative analysis by
fsQCA methods. J. Bus. Res. 2019, 101, 783–796. [CrossRef]
165. Muhic, M.; Bengtsson, L. Dynamic capabilities triggered by cloud sourcing: A stage-based model of business
model innovation. Rev. Manag. Sci. 2019. [CrossRef]
166. Aravind Raj, S.; Sudheer, A.; Vinodh, S.; Anand, G. A mathematical model to evaluate the role of agility
enablers and criteria in a manufacturing environment. Int. J. Prod. Res. 2013, 51, 5971–5984. [CrossRef]
167. Brand, M.; Tiberius, V.; Bican, P.M.; Brem, A. Agility as an innovation driver: Towards an agile front end of
innovation framework. Rev. Manag. Sci. 2019. [CrossRef]
168. Gassmann, O.; Sandmeier, P.; Wecht, C.H. Extreme customer innovation in the front-end: Learning from a
new software paradigm. Int. J. Technol. Manag. 2006, 33, 42–66. [CrossRef]
169. Gummesson, E.; Mele, C.; Polese, F.; Galvagno, M.; Dalli, D. Theory of value co-creation: A systematic
literature review. Manag. Serv. Qual. 2014, 24, 643–683. [CrossRef]
170. Vázquez-Bustelo, D.; Avella, L.; Fernández, E. Agility drivers, enablers and outcomes. Int. J. Oper.
Prod. Manag. 2007, 27, 1303–1332. [CrossRef]
171. Yusuf, Y.Y.; Sarhadi, M.; Gunasekaran, A. Agile manufacturing: The drivers, concepts and attributes. Int. J.
Prod. Econ. 1999, 62, 33–43. [CrossRef]
172. Keiningham, T.; Aksoy, L.; Bruce, H.L.; Cadet, F.; Clennell, N.; Hodgkinson, I.R.; Kearney, T. Customer
experience driven business model innovation. J. Bus. Res. 2020, 116, 431–440. [CrossRef]
173. Jaakkola, E.; Alexander, M. The role of customer engagement behavior in value co-creation: A service system
perspective. J. Serv. Res. 2014, 17, 247–261. [CrossRef]
174. Razmdoost, K.; Alinaghian, L.; Smyth, H.J. Multiplex value cocreation in unique service exchanges. J. Bus. Res.
2019, 96, 277–286. [CrossRef]
© 2020 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).
